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Ski+ 2020-21
Campaign Update



● The Ski+ campaign generated over 763k post impressions, for a total PIR of .60%. 
○ This is an additional 214k pageviews to VisitUtah and partner websites compared to last 

year.
● There were 628k hotel searches amounting to a total observed hotel revenue of $9.1M. This is a 

33% increase from our last board meeting and a 17% increase compared to last year.
○ Estimated Hotel Revenue: $126M
○ ADR $146.56

● Our CTV campaign generated more than 295k pageviews and an arrival lift of 120%.

Digital Summary



● Ad rating improvements over prior year - Mountain Time continues to 
excel at communicating key messages and generating interest

● Consumer media habits continue to evolve: live broadcast TV was 
surpassed by streaming video for the greatest share of media 
consumption ("digital heavy" media consumers now account for 74% of 
the target population - up from 61% a year ago)

● Ad awareness grew to 61% over prior year's 53% - attributed to 
stronger creative, and effective targeting

● Ad aware households grew to 6.8M. This is up from 2.3M in the prior 
year. 

● Media buy efficiency improved to $0.49 per ad-aware household 
(1.47 per HH in 2019-2020)

● Likelihood to travel to Utah for a snow leisure trip is higher for those 
who are ad-aware

SMARI Advertising Research: Ski+ Highlights



Communication Ratings - WOW!



Advertising Awareness: Grew to 61%; 
Reached 6.8M Target Households



Ad Impact: On Travel Indicators



Spot Market Linear TV 

12/7/20 - 3/21/21

KGO (ABC) San Francisco 
- 125% delivery on agreement

14,537,000 A25-54 IMPs
+$54,694 value

4x Custom Vignettes Executed
★ Cedar City Brian Head
★ Visit Salt Lake
★ Visit Ogden
★ Visit Park City

Location Attribution Study to be delivered by 5/10/21

KABC (ABC) Los Angeles
 - 102% delivery on agreement

26,654,000 A25-54 IMPs
+$5,423 value

10-weeks Custom Ski Report Executed
4x Interview Segments Executed

2/13 Localish LA - Brian Head Resort 
2/21 6PM News - Visit Ogden
2/28 6PM News - Visit Park City
3/14 Localish LA - VSL, Little Cottonwood 



National High Index Linear TV 
12/7/20 - 2/14/21

Strategic Targeting: A25-64 AND HHI $100K+ AND are snowboarders/skiers (data source: Experian)

Activation ran across 9 Networks: MLB, NBC Sports, Tennis Channel, The Golf Channel, Fox Business 
News, CNBC, Comedy Central, Bravo & ESPN

108% delivery on agreement 
25,629,957 A25-54 IMPs

+$22,138 value

Deterministic Website Impact Analysis 



National Digital OOH
11/23/20 - 2/14/21

National targeting to A25-54 who Ski/Snowboard, layered with digital 
custom audiences

Targeted Venues
- Outdoor - Billboards, Bus Shelters, Urban Panels
- Retail - Convenience Stores, Gas Stations, Grocery, Wellness
- Transit - Taxi/Rideshare Top, Taxi/Rideshare TV

101% delivery on agreement 
15,200,1957 A25-54 IMPs

+$3,246 value

Data integration with Arrivalist Measurement still to be delivered.



Economic Impact: TripAdvisor

● Ad Exposed ADR of $188 was 6% stronger than non-ad exposed ADR of $173.



Year-Over-Year Growth: Ad Exposed Page Views

60% 25%
39%

64%

● We monitored an average increase of 39% across key DMO partners in this years campaign 
compared to last year.

12%



Year-Over-Year Growth: Ad Exposed Page Views



● Our Another Season video ad is performing the strongest in both hotel bookings and post ad 
exposed pageviews. 

Pre-Roll Performance 



● Starting with Post Impression Rate, we saw V2, V3, and V5 drive the strongest levels of ad-exposed 
visits (these units are visualized after the next slide).

Top Performing Creatives by Post Impression Rate

Paused

Source: GCM, 11.1-2.28



● We noted the strongest efficiency in driving bookings coming from the V2, V3, and V5 creative units, 
pictured on the next slide.

Top Performing Creatives by Booking Efficiency

Paused

Source: Impact, 11.1-2.28



Top Performing Creatives by Booking Efficiency Visualized

Top 
Performers

V2 V3 V5

Lower 
Performers

V4 V6



OpenSnow: Campaign Highlights

● Our partnership with OpenSnow resulted in 45k ad exposed page views and more than $4.9M in 
hotel revenue.



OpenSnow: Campaign Highlights



Endemic Native: Tripadvisor

Page Views: 26,207

Total Uniques: 20,813

Time on Page: 1 min 11 seconds



Endemic Native: Tripadvisor
● The social media post developed for Utah’s Ski Plus campaign ran over 8 weeks and garnered 

537 likes, 181 comments, and 568 shares. 



● We have seen booking efficiencies spike toward the end of the campaign, as overall bookings 
taper off.  

Ski+ Booking Performance Over Time



YouTube Performance
● Arctic Sled Dogs, Insiders Guide to Park City, and the :15 second Ski More spot were the top 

performing YouTube assets, driving the most impressions over the campaign.



● Combined our native advertising generated more than 127k page views and accounted for 
roughly $5.7M in total observed hotel revenue. 

● Targeting Epic and Ikon Pass visitors resulted in a stronger time on page than simply behaviorally 
targeting skiers.

Ski Content Performance

12% higher time on page 7% higher time on page



Ski Content Performance: Average Time on Page

2:46 3:41 3:44



● Visitors to Ski content on VisitUtah.com have booked an estimated $9.75M in hotel revenue 
since October 1st. 

Website Ski Content Performance



● +37% increase in sessions 
● +69% itinerary pageviews that started with 

a Ski + session
● +88% travel guide downloads that started 

with a Ski+ page
● +12% growth in sessions lasting at least 4 

mins (about half a percentage point)

Ski+ Website KPIs*

*Pages tagged “ski+” on the website, year over year



Site Visitors by Travel Distance

Sept. 15–March 15  |  Drive market = bordering states + Cali



Plan Your Ski Trip Content Cluster



Website Takeaways
● We saw planning content (packing lists, conditions, etc.) emerge as new high 

performing strategies.
● Campaign landing pages and responsible travel page visits rely on paid spend. 
● Not receiving organic traffic for resort specifics (a competitive Google space)
● Content that is statewide or broadly regional tends to be our most 

competitive organically. 
● Articles have value in the native space, but not a lot of traffic from Google.
● Site visitors not looking at both Ski and WISU content in a single session.



Most-Visited Pages
PAID + ORGANIC TOP PAGES ORGANIC TOP PAGES

● 7 out of the top 10 paid landing pages 
by sessions were articles benefiting from 
Native promotion

○ 3 of the 7 articles were newly 
created in 2020-2021

● The bulk of paid social went to 
/mountain-time (32K views)



Top Markets for Site Sessions
The largest session increases by 
% for target markets (metros) 
were:

● Denver: +195%
● Houston: +193%
● Las Vegas: +191%



Site Visitors by Channel



Mountain Time Page
● Change in traffic distribution (result of campaign flight changes?)
● Decrease likely due to promoting direct CTAs to pages with COVID context. 



Paid Search
● Considering Family Trips & General Winter Vacations

○ Searchers looking for inspiration — know they want to go on a trip, but may not have decided on Utah or a ski trip
○ Family trips, road trips, winter vacations, ski trips, etc.

● Planning a Ski Trip
○ Pairing resources with inspiration — know they are visiting Utah for a ski trip, but haven’t decided on the details
○ Resort comparison, snow total updates, accommodations, non-ski activities (when opportune)

● Seeking Specifics on Resorts & Travel
○ Less inspiration focused, more resourceful — UOT to offer the final planning details before connecting searchers with 

the best resources
○ Resort specific information, COVID-19 updates, regional awareness and red emerald travel guidance



In an effort to account for as much COVID-19’s impact as possible, date range for comparison is
9/1/20 – 2/28/21 YoY

Ski+ and LocalSki Campaigns YoY

Analytics Performance:
- 268% increase in users
- 2% increase in pages/session
- 17% increase in avg. time on page

Google Ads Performance:
- 5% increase in CTR
- $0.28 decrease in Avg. CPC



Top Ski+ Ad Groups
Ad Group Impressions CTR Avg. CPC % Top 3 

Impress.

Utah Ski Resorts 246,268 16.35% $0.36 91%

Ski Packing List 128,315 19.43% $0.35 77.98%

Snowboarding 79,830 5.62% $0.76 81.76%

Learn to Ski 65,500 1.50% $0.38 34.99%

Snowbird 61,686 10.84% $0.38 84.69%

Skiing Family 56,521 7.08% $0.41 60.11%

Deer Valley 44,900 6.47% $0.38 87.67%

Brian Head Resort 44,390 9.69% $0.39 92.03%

Park City Mountain 40,722 7.92% $0.39 82.78%

Sundance 33,601 10.55% $0.38 85.07%
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2020-2021 SKI+ CAMPAIGN OVERVIEW

PLATFORMS AUDIENCES

Prospecting:
- Drive + Fly

 Retargeting:
- Epic Pass Holders
- Icon Pass Holders
- Previous Visitors

VIDEO CONTENT

More
Another Season
Unchanged

WEBSITE CONTENT

Winter Landing Pages
Skiing During COVID-19
Your Easy Winter Destination
 + more
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2020-2021 SKI+ CAMPAIGN RESULTS

VIDEO VIEWS

10.4M
IMPRESSIONS

175,000
CLICKS TO 

VISITUTAH.COM

1.2M



Public Relations

 

  

Media Outlets Included

● Reduced IMVs
● Focus on the journey
● Visits motivated by comfort and safety protocol



Southern Utah+ (Winter) 
Campaign Update



Digital Campaign Performance Overview
● The Southern Utah + Winter campaign delivered more than 119k pageviews for 

VisitUtah.com.
● We tracked more than $2.4M in hotel revenue from people exposed to this campaign. This 

is an increase 18% YOY and results in an estimated revenue of $33M. 
○ ADR: $128.47
○ Hotel Searches: 2,661,579



Digital Campaign Partner Performance



Economic Impact: TripAdvisor

● Ad Exposed ADR of $182 was 9% stronger than non-ad exposed ADR of $160. 



● Bryce, Dark Skies, and Gen V1 all performed roughly evenly, with Gen V2 not too far behind. The 
Zion creative saw the lowest PIR. 

Top Performing Creatives by Post Impression Rate

Paused

Source: GCM, 11.1-2.28



● Booking efficiencies tell a slightly different story, with Gen V1/V2 outperforming national park 
creative, although this is better explained in forthcoming time-series charts. 

Top Performing Creatives by Booking Efficiency

Paused

Source: Impact, 11.1-2.28



● Below, you can see that the Gen creative (namely V2) drove a high volume of enriched bookings in 
December, but the national park (and Dark Skies) units all performed exceptionally in January. 

Top Performing Creatives by Booking Efficiency Over Time

Booking Efficiencies by Creative, by Month

Source: Impact, 11.1-2.28



Locations: Kodachrome Basin, Bryce/pole canyon
Status: High PIR, Lower Booking Eff. 

Locations: Bryce
Status: High PIR, Lower Booking Eff.

Locations: Gooseberry Mesa, Zion, Yant Flats 
Washington County
Status: High/Mid PIR, High Booking Eff. 

Locations: Zion
Status: Lowest PIR, Lower Booking Eff.

Display Banners

Locations: Gen V2 Kodachrome Basin, 
Bryce/pole canyon
Status: Low PIR, High Booking Eff.



● Visitors to Southern Utah Winter content on VisitUtah.com have booked an estimated $1.9M in 
hotel revenue since December 1st. 

Website Winter in Southern Utah Content Performance



● +74% increase in sessions 
● +971% itinerary pageviews that started 

with a WISU session
● +239% travel guide downloads that 

started with a WISU page

Website KPIs*

*Pages tagged “Winter in Southern Utah” on the 
website, year over year



Growth in Southern Utah Sessions As a Whole

March 15–Sept. 15  |  Drive market = bordering states + Cali

Winter in Southern Utah Pages Southern Utah Pages



Site Visitors by Channel



Website Takeaways
● Year over year traffic increases show 

need for thoughtful growth plans
● No evidence that a growth in WISU 

impacted a growth in Ski visitation on 
the website

● New content creation sets us up well 
for next year for expanded distribution 
next year



Top Markets for Site Sessions
The largest session increases by 
% for target markets (metros) 
were:

● Denver: +98%
● Houston: +156%
● Las Vegas: +84%



Sessions by Geography

March 15–Sept. 15  |  Drive market = bordering states + Cali



Winter in Southern Utah Page
● More distributed visitation across campaign
● 64% increase in page views YOY



Intercom Chat
73% of conversations related to Southern Utah between Sept. 15–March 15

● 56% were likely winter-specific

Top topics:

● National Parks (410 convos)
● Hiking (270 convos)
● Zion (253 convos)
● Permit (192 convos)
● Road Trips (146 convos)
● Camping (139 convos)



First year launching a dedicated WiSU PPC 
campaign

Campaigns focused on winter-specific topics, 
knowing that SouthernUtah+ was still live 
through winter months to satisfy searches that 
weren’t seasonally tagged

Analytics Performance 9/1/20 – 3/30/21:
- 34,581 users
- 1.93 pages/session
- 01:47 avg. time on page

Google Ads Performance 9/1/20 – 3/30/21:
- 9.35% CTR
- $0.48 Avg. CPC

Paid Search



Top Ad Groups
Ad Group Impressions CTR Avg. CPC % Top 3 

Impress.

Winter in Zion National Park 178,040 12.40% $0.49 69.80%

Winter Hiking 81,083 3.19% $0.49 25.08%

Winter Camping 55,712 2.61% $0.48 17.43%

Winter in Arches National Park 47,216 13.53% $0.48 65.40%

Winter in Moab 35,706 9.54% $0.48 37.27%

Winter in Southern Utah 34,764 12.37% $0.49 36%

Winter in Bryce Canyon National Park 29,504 10.77% $0.48 50%

National Parks Road Trip 20,316 9.77% $0.49 29.77%

Winter in Canyonlands National Park 9,237 8.42% $0.49 37.76%

Winter in Capitol Reef National Park 8,291 7.12% $0.48 36.87%
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2020-2021 SOUTHERN UTAH+ WINTER OVERVIEW

PLATFORMS AUDIENCES

Prospecting:
- Drive + Fly

 Retargeting:
- National Park Visitors
- Southwest Vacationers

VIDEO CONTENT

Robbers Roost
Kodachrome Basin
Anne Kaferle

WEBSITE CONTENT

Winter Landing Pages
Winter Road Trip: Capitol Reef to Bryce
Best Winter Hiking Trails in Utah's Dixie
 + more
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CAMPAIGN RESULTS

VIDEO VIEWS

2.1M
IMPRESSIONS

13,000
CLICKS TO 

VISITUTAH.COM

300,000



Public Relations

 

  

Media Outlets Included

● Responsible visitation resonated
● Great American Road Trip
● Seasonally specific



● Pitches and trends
○ Road trips and guided experiences
○ Dark Skies: Red Emerald

● Forever Mighty travel

Current and Upcoming



Thank You



Southern Utah +
Campaign Update



Digital Campaign Performance Overview
● The Southern Utah + Winter campaign delivered more than 73k pageviews for 

VisitUtah.com.
● We tracked more than $2.48M in hotel revenue for an estimated revenue of $33.5M. 

○ ADR: $161.09 (last years ADR was $134)
○ Hotel Searches: 1,911,163



Digital Campaign Partner Performance



Digital Campaign Partner Performance



“Between” Display Ads

Achiever Explorer Family Traditional

Expedia, Trip Advisor, Distillery 



Renaissance Display Ads

Balance Grounded Peace Reflection Rise

Expedia, Trip Advisor, Distillery 



Digital Campaign: Audience Segment Performance



Digital Campaign: Creative Performance



Digital Campaign: Creative Performance Renaissance 
● The Renaissance creative is performing 112% more efficiently than our Between audience 

created creative. 



● 4 Trip Guides:
○ Off the I-70: Unforgettable Scenery
○ Traverse Utah’s GSE Region
○ The Other Zion
○ Explorer’s Guide to S. Utah

● Red Emerald POIs

● 100% SOV

● Tourism Sentiment
Brand Study

TripAdvisor



● Interactive map hub

● 4 regional journeys

● Off-peak and lesser-
know experiences

● Responsible visitation

AFAR



Custom Interactive Forever Mighty Experience

● Dark Skies

● Ancient Times, Today

● Deep Travel

● Inclusive, Accessible and Soul-Awakening

● Adventure to Give

Outside Online


